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message  from  Chair 


March,  2012 

Honourable  Jack  Hayden 
Minister 

Tourism,  Parks  and  Recreation 
229  Legislature  Building 
10800  - 97  Avenue 
Edmonton,  Alberta  T5K  2B6 


Travel  Alberta  is  ready  to 
hit  its  stride  as  a more 
streamlined  and  efficient 
organization  with  a 
strong,  unifying  brand 
to  rally  Alberta’s  tourism 
industry  to  approach 
the  global  marketplace 
as  Team  Alberta. 


Dear  Minister, 

Travel  Alberta’s  strategic  direction,  updated  in  this  Business  Strategy  of 
2012-201 5,  has  moved  us  measurably  closer  to  our  vision  of  becoming 
the  pre-eminent  tourism  marketing  agency  in  Canada.  We  are  working 
strategically  to  ensure  Alberta  grows  as  a tourism  destination. 


Travel  Alberta  has  consolidated  the  various 
independent  and  separate  operations  of  Travel 
Alberta  to  more  effectively  operate  domestic, 
regional  and  global  marketing,  with  a united 
team  and  strategy,  to  support  and  grow  Alberta’s 
key  tourism  industry.  With  the  transitional 
phase  behind  us,  Travel  Alberta  is  ready  to  hit 
its  stride  as  a more  streamlined  and  efficient 
organization  with  a strong,  unifying  brand  to  rally 
Alberta’s  tourism  industry  to  approach  the  global 
marketplace  as  Team  Alberta. 

The  Board  of  directors  has  valued  the  advice  of 
the  Strategic  Tourism  Marketing  Council  (STMC) 
as  we  developed  this  business  plan  and  we  thank 


the  members  of  the  STMC  as  well  as  the  industry 
operators  in  every  region  of  the  province  that  they 
represent,  for  their  strong  support  of  this  strategy. 

This  business  plan  will  produce  measurable 
results  for  which  we  on  Travel  Alberta’s  Board 
of  Directors  are  accountable.  The  Board  of 
Directors  is  committed  to  this  strategy  and  we 
look  forward  to  regularly  reporting  our  progress 
toward  reaching  our  goals. 

Sincerely, 


Quincy  Smith 

Chair,  Board  of  Directors 


message  from 
Chief  Executive  Officer 


CHALLENGES 

Canada  and  Alberta  have  managed  the  domestic  economy  very  well  in 
recent  years  and  on  the  whole  we  have  come  out  of  the  global  recession 
in  relatively  good  shape.  Tourism  in  Alberta  has  benefited  from  Canada’s 
economic  recovery.  However,  fragile  economies  in  the  United  States  and 
Europe  challenge  our  planned  growth  in  tourism  over  the  next  three  years. 
I am  confident,  though,  that  Travel  Alberta’s  business  strategy  is  strong 
and  Alberta’s  tourism  industry  is  resilient  to  withstand  these  challenges 
and  we  will  overcome  them. 


With  competition  growing  every  year,  we  need  to 
become  better  aligned  for  our  tourism  message 
to  resonate  with  travellers.  Going  to  market  as  one 
powerful  Team  Alberta  will  ensure  we  speak  with 
one  voice.  The  business  transformation  process 
we  embarked  on  almost  three  years  ago  is  nearing 
completion  with  the  consolidation  of  co-operative 
marketing  support.  This  change  will  boost 
co-operative  funding  to  industry  considerably, 
and  was  accomplished  without  any  reduction 
in  funding  allocations  in  the  regions.  Funding 
decisions  will  continue  to  be  made  locally. 

So  while  we  face  many  economic  challenges 
beyond  our  control,  Alberta  is  poised  to 
outperform  the  rest  of  Canada  and  I am 


confident  going  forward  that  we  will  build  on 
our  momentum.  Indeed,  recent  increases 
in  Alberta  tourism  indicators  such  as,  airline 
passengers,  hotel  occupancy  and  the  Tourism 
Levy  revenue,  suggest  we  are  on  the  right  track. 

For  the  first  time,  Travel  Alberta  is  armed  with 
a strong,  unifying  brand.  Using  groundbreaking 
camera  technology,  high  definition  video  footage 
is  spreading  our  compelling  brand  message  to 
our  target  audiences  in  Alberta,  across  Canada 
and  around  the  world.  All  the  tools  are  now  in 
place  to  move  our  customers  along  the  path  to 
purchase  and  generate  sales  for  industry.  We  are 
executing  our  strategy  online  with  our  website 
that  allows  industry  partners  to  control  how  they 


Travel  Alberta’s  strategy 
is  to  grow  tourism 
revenue  $1  billion  by 
2017  by  directing 
consumer-driven 
brand  and  marketing 
at  youthfully-spirited  travellers  in 
high-yield  markets.  We  will  lead  with 
breathtaking  experiences 
that  differentiate  Alberta 
and  drive  visitation 
throughout  the  province. 


show  the  world  their  offerings.  These  projects, 
along  with  an  aggressive  social  media  strategy 
will  amplify  our  message  and  put  Alberta  top  of 
mind  with  more  travellers. 

Strategic  initiatives 

The  Travel  Alberta  Business  Strategy  2012-2015 
will  grow  tourism  revenues  in  Alberta  to  $6.2  billion 
by  2015  with  the  following  four  strategic  initiatives 
and  11  actions: 


2.  Defend  and  Grow  the  Business 

• Drive  return  on  investment 

• Seize  marketing  opportunities 

3.  Mobilize  Industry  Stakeholders 

• Increase  support  to  industry 

• Grow  industry  marketing  capability 

• Build  Team  Alberta 

• Support  Provincial  Tourism 
Development  Strategy 


1 . Bring  the  Brand  to  Life 

• Implement  a unifying  tourism  brand  strategy 

• Grow  tourism  industry  though  the  brand 


4.  Nurture  Excellence 

• Continuous  improvement 

• Build  inspirational  leadership 

• Live  the  Brand 

Our  number  one  job  is  to  get  travellers  to  connect 
emotionally  with  Alberta  through  a strong  brand 
that  elevates  us  above  our  competition.  We  will 
encourage  visitors  to  consider  Alberta  and  quickly 
pass  the  leads  directly  to  industry,  providing 
opportunities  for  operators  to  complete  the  sales. 


Guiding  principles 

We  are  governed  by  three  Guiding  Principles, 
which  form  the  foundation  of  how  we 
do  business: 

1.  Maximize  marketing  spending 

2.  Hold  the  line  on  overhead  and  find 
operating  efficiencies 

3.  Size  and  scale  our  business  for 
sustainability 

Travel  Alberta’s  evolution  during  our  first 
three  years  as  a Crown  Corporation  might  be 
described  as  Ready-Set-Go.  With  this  plan,  and 
a powerful  new  tourism  brand,  we  will  lead  the 
race  to  attract  more  visitors.  Working  together 


with  industry  partners  as  Team  Alberta,  I am 
confident  that  Alberta  will  increase  o'ur  market 
share,  drive  more  visitation  and  meet  the 
$1  billion  target  we  have  set  for  ourselves. 


Travel  Alberta  Team  Member 
Chief  Executive  Officer 
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GLOBAL  TOURISM  MARKETPLACE 

Globally,  the  tourism  industry  seems  to  be  slowly  recovering  from 
the  economic  downturn,  with  emerging  economies  compensating 
in  some  measure  for  the  still  weaker  mature  markets  in  Europe  and 
the  United  States. 


Canada’s  Tourism  Marketplace 

Global  economic  uncertainty  and  competition 
from  lower  cost  emerging  destinations  are 
among  the  challenges  faced  by  the  Canadian 
tourism  industry.  A strong  Canadian  dollar  is 
also  making  outbound  travel  more  attractive  to 
Canadians.  Many  are  choosing  beach  holidays  in 
exotic  locations,  trips  to  Europe  and  cruises  over 
an  Alberta  vacation.  The  strong  dollar  coupled 
with  high  fuel  prices  is  also  muting  tourism 
growth  from  the  U.S.  We  are  also  facing 
the  “staycation”  trend  being  promoted  in  all 
our  key  domestic  and  international  markets, 
discouraging  travellers  from  straying  too  far 
from  home. 

One  of  Canada’s  biggest  challenges  over  the 
next  few  years  will  be  to  improve  our  eroding 
competitive  position.  Canada’s  market  share 


of  foreign  travellers  has  been  steadily  declining 
since  2004.  This  impacts  Alberta  in  a very  direct 
way.  Fewer  people  coming  to  Canada  means 
fewer  people  visiting  Alberta.  Canada  is  a 
maturing,  relatively  high  cost  travel  destination, 
as  is  the  U.S.  and  much  of  Europe.  Improved 
air  access,  value  for  money  and  attractiveness 
in  new  destinations  such  as  Southeast  Asia, 
Africa,  Eastern  Europe  and  Turkey  are  growing. 

Alberta’s  Tourism  Marketplace 

On  a positive  note,  Alberta’s  economy,  fueled 
by  the  oil  and  gas  industry,  is  recovering  more 
quickly  than  other  parts  of  the  country.  The 
Conference  Board  of  Canada  January  to  June 
2011  analysis  of  provincial  tourism  revenue 
ranked  Alberta  only  behind  Ontario  and 
Quebec  in  terms  of  performance.  Indeed,  we 
are  beginning  to  see  signs  that  the  provincial 


Tourism  Levy  is  on  its  way  up  as  well.  This  is  a 
good  indicator  of  tourism  growth.  As  Canada 
begins  to  edge  out  of  the  recession,  Albertans 
and  Canadians  are  starting  to  regain  their 
interest  in  travelling.  Signs  are  also  pointing  to  an 
increase  in  business  travel  although  companies 
are  working  hard  to  find  the  best  deals  and 
benefits  for  their  frequent  travellers.  Demand  from 
emerging  markets,  such  as  China,  South  Korea 
and  India,  will  help  boost  overseas  visits  over  the 
long  term  as  will  the  ongoing  work  with  major 
airlines  and  the  federal  government  to  increase 
air  access  into  the  province.  But  the  journey  will 
be  long  and  results  will  come  over  time. 

Our  Product 

Alberta  offers  authentic  experiences  in 
breathtaking  landscapes  and  this  is  what 
differentiates  our  destination  in  the  market 


and  drives  visitation  throughout  the  province. 
Alberta’s  new  brand  is  designed  to  peel  back  the 
layers  and  capture  the  authenticity,  astounding 
energy  and  natural  splendour  of  Alberta.  Today’s 
travellers,  looking  less  for  specific  activities 
and  passive  sightseeing  and  more  for  unique 
experiences,  will  find  them  in  Alberta. 

Alberta  offers  its  residents  and  visitors 
exceptional  tourism  experiences  and  adventures 
in  a safe  environment,  featuring  warm  western 
hospitality,  scenery  that  takes  your  breath  away, 
natural  wonders,  abundant  wildlife,  vibrant  urban 
activities  and  four-season  outdoor  adventures. 

Compelling,  uncontrived  and  authentic 
experiences  not  found  anywhere  else  in  the  world 
will  leave  our  visitors  with  goosebump  moments. 
Visitors  can  revel  in  experiences  that  will  leave 
them  with  memories  lasting  a lifetime.  We  will 


connect  with  our  customer  through  emotion, 
which  is  the  core  of  the  travel  experience,  rather 
than  the  promotion  of  destination  features. 

This  positioning  differentiates  Travel  Alberta’s 
message  in  the  marketplace. 

The  Canadian  Tourism  Commission  (CTC)  is 
building  a collection  of  travel  experiences  that  will 
be  used  to  show  the  world  what  Canada  is  all 
about.  Our  research  tells  us  that  today’s  travellers 
want  to  explore  and  live  a life  that’s  less  ordinary. 
The  CTC’s  Signature  Experience  Collection  forms 
a new  pool  of  experiences  that  will  be  added 
to  itineraries  for  global  consumers  as  well  as 
international  travel  media  and  travel  trade  by  the 
CTC  and  Travel  Alberta  in  international  marketing 
campaigns.  Alberta  ranks  second  only  to  Ontario 
in  this  collection  of  experiences  and  we  are 
continuously  working  with  industry  to  add  new 


ones,  ensuring  Alberta  will  be  well  represented 
by  our  national  tourism  marketing  agency  in 
international  marketing.  Travel  Alberta  will  also  be 
featuring  these  same  experiences  in  our  marketing 
programs  in  our  core  international  markets. 

Opportunities 

Like  a good  investment  portfolio,  our  market 
investments  are  diversified  so  we  are  not 
dependent  on  any  single  market  or  economy. 

Our  strategy  is  to  stay  the  course  and  invest 
in  a range  of  markets,  both  domestic  and 
international.  We  will  continue  to  invest  in 
convincing  Albertans  to  vacation  within  our 
province  and  ensure  other  Western  Canadians 
come  here  to  visit.  We  will  continue  to  defend 
our  position  in  our  traditional  strong  markets 
that  deliver  while  pursuing  well-researched 
opportunities  in  emerging  markets. 


At  a strategic  level,  Travel  Alberta  is  targeting 
high-yield  youthfully-spirited  adventurers  or 
“Free  Spirit”  travellers  who  stay  longer,  book 
accommodation  and  spend  more.  For  example, 
the  international  market  only  represents  six  per 
cent  of  our  total  visitation  but  more  significantly, 
these  high-yield  visitors  generated  about  23  per 
cent  of  the  more  than  $5  billion  spent  by  travellers 
to  Alberta  every  year.  These  youthfully-spirited 
adventurers  are  often  frequent  travellers  with 
good  incomes  that  are  less  affected  by  global 
economic  woes  and  most  importantly  are  keenly 
interested  in  visiting  all  parts  of  Alberta.  These 
high-yield  markets  represent  Travel  Alberta’s 
biggest  opportunities  for  growth. 

Travel  Alberta  is  also  pursuing  new  opportunities 
that  will  fuel  our  growth  including  the  new 
market  of  travellers  from  China,  India  and  Brazil 


with  their  growing  middle  classes  with  pent  up 
travel  demands.  Growth  from  these  emerging 
markets  will  play  a key  role  in  our  long  term 
marketing  strategy.  Direct  air  access  into  Alberta 
from  these  markets  is  fundamental  to  achieving 
success  and  we  will  continue  to  work  closely 
with  our  shareholder  and  the  CTC  to 
maximize  opportunities. 


TOURISM 

VISITATION 


Alberta 
Other  Canada 
United  States 
Europe 
Asia/Pacific 
Other  Overseas 


2010 

2011 

(Estimate) 

2012 

(Target) 

2013 

(Target) 

2014 

(Target) 

2015 

(Target) 

Alberta 

18,642 

19,050 

19,500 

20,020 

20,400 

20,915 

Other  Canada 

2,839 

2,950 

3,050 

3,128 

3,200 

3,280 

United  States 

810 

825 

840 

856 

870 

885 

Europe 

397 

380 

395 

410 

428 

445 

Asia/Pacific 

248 

256 

262 

273 

280 

290 

Other  Overseas 

33 

31 

32 

33 

35 

37 

Total 

22,969 

23,492 

24,079 

24,720 

25,213 

25,852 

Alberta  and  Other  Canada  visitation  includes  both  same  day  and  overnight  person-visits.  All  international  regions  are  overnight  person-visits  only. 
Source:  Statistics  Canada  and  Alberta  Tourism,  Parks  and  Recreation. 


TOURISM 

EXPENDITURES 


($  Millions) 

2010 

2011 

2012 

2013 

2014 

2015 

0 1,000 


3,000 


4,000 


2010 

2011 

(Estimate) 

2012 

(Target) 

2013 

(Target) 

2014 

(Target) 

2015 

(Target) 

Alberta 

$2,943 

$3,028 

$3,120 

$3,220 

$3,300 

$3,400 

Other  Canada 

$1 ,339 

$1,387 

$1,435 

$1,480 

$1 ,520 

$1 ,565 

United  States 

$565 

$580 

$594 

$609 

$625 

$641 

Europe 

$400 

$382 

$398 

$415 

$435 

$455 

Asia/Pacific 

$250 

$260 

$268 

$280 

$289 

$300 

Other  Overseas 

$33 

$31 

$32 

$34 

$36 

$38 

Total 

$5,530 

$5,668 

$5,847 

$6,038 

$6,205 

$6,399 

0 

-< 


— 
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Statistics  Canada 


DEFEND  AND 
GROW  BUSINESS 
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> Seize  marketing  opportunities 
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23.0  million* 

VISITS 


$5.5  billion* 
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Travel  Alberta  is  continuing  the  journey  to  bring  our  new  tourism  brand 
to  life.  The  research  is  complete  and  the  brand  is  being  aggressively 
rolled  out  in  targeted  markets  now  and  over  the  next  several  years. 
This  brand  platform  will  be  the  core  of  how  Travel  Alberta  will  go  to 
market  arid  compel  visitors  to  come  here. 


ACTIONS 

1.  Implement  a unifying  tourism 
brand  strategy 

Travel  Alberta  is  continuing  to  build  upon  the 
foundations  qf  our  brand  plan  to  engage  industry 
and  activate  tne  brand  to  select  consumer 
segments  in  <j>ur  target  markets.  Travel  Alberta 
will  continue  Ip  work  with  industry  throughout 
the  province  to  capture  winter  and  summer 
experiences,  in  both  high  definition  video  and 
digital  still  photography.  The  best  of  these 
new  assets,  capturing  the  emotion  behind  the 
experiences,  are  being  used  in  our  marketing 
and  communication  programs  to  ensure  Alberta 
is  well  positioned  as  a four-season  destination. 
This  is  just  the  start  of  this  key  initiative.  Work  will 
continue  with  regional  tourism  partners  across 
Alberta  to  seek  out  and  capture  new  authentic 
experiences  that  we  know  are  in  every  corner  of 
the  province  to  add  to  our  digital  library. 


Stunning  recorded  images  of  Alberta 
experiences  set  to  music  composed  and 
performed  by  local  Alberta  musicians  and 
the  brand  slogan:  Remember  to  Breathe, 
are  powerful  expressions  of  what  makes 
Alberta  attractive  to  visitors.  The  result  is 
a series  of  beautiful  and  evocative  images 
that  promote  our  beautiful  landscape,  but 
also  invite  viewers  to  share  the  experience. 
Twelve  initial  television  commercials  focus  on 
breathtaking  landscapes  combined  with  some 
of  the  best  experiences  that  Alberta  offers, 
including  activities  that  are  of  high  interest  to 
our  targeted  visitors:  Horseback  riding,  scenic 
road  trips,  Native  Pow  Wow,  city  touring, 
festivals,  fishing,  hiking,  mountain  biking, 
snowshoeing,  alpine  and  Nordic  skiing,  ice 
climbing  and  dog  sledding. 


We  have  also  begun  rolling  out  the  brand 
by  sharing  stories  with  consumers  on 
TravelAlberta.com,  in  social  media  circles  and 
in  our  Alberta  Vacation  Guide  and  this  work  will 
continue  over  the  next  several  years. 

2.  Grow  tourism  industry  though  the  brand 

In  partnership  with  industry,  work  will  continue 
to  identify,  develop  and  unlock  the  great 
tourism  stories  about  Alberta’s  numerous  travel 


experiences.  These  will  be  developed  and 
marketed  through  various  Travel  Alberta  print, 
broadcast  and  social  media  initiatives.  This 
strategy  will  be  key  to  growing  visitation  in  all 
corners  of  this  province. 

Helping  industry  drive  sales  through  our  new 
tourism  brand  is  a key  initiative. 

Several  tourism  partners  have  already  embedded 
our  new  brand  imagery  into  their  own  websites 


and  marketing  materials.  A Brand  Experiences 
Workbook  has  been  created  and  a series  of 
workshops  developed  to  help  industry  connect 
with  the  new  brand  and  to  give  tourism  marketers 
the  tools  to  help  market  their  own  Alberta 
experiences.  In  this  way,  Travel  Alberta  is  helping 
tourism  operators  to  tell  their  own  stories  and 
drive  visitors  directly  to  industry  places 
of  business. 


PERFORMANCE  MEASURES 


KEY  MEASURABLE  OUTPUTS 

2012-13 

2013-14 

2014-15 

Aided  destination  awareness  in  long-haul 

North  American  markets 

Ontario  48% 

California  35% 

Ontario  50% 
California  37% 

Ontario  52% 

! California  39% 

Value  of  unpaid  media  earned 

$275  million 

$300  million 

$325  million 

Percentage  of  industry  clients  who  agree  that  the  new  Travel  Alberta 

Brand  will  help  grow  tourism  revenue  and  visitation 

70% 

75% 

80% 

Visits  to  TravelAlberta.com 

2.4  million 

2.6  million 

2.8  million 

Travel  Alberta’s  strategy  is  to  grow  tourism  revenue  $1  billion  by  201 7 
by  directing  consumer-driven  brand  and  marketing  at  youthfully-spirited 
travellers  in  high-yield  markets.  We  will  lead  with  breathtaking  experiences 
that  differentiate  Alberta  and  drive  visitation  throughout  the  province. 


ACTIONS 

1.  Drive  return  on  investment 

Travel  Alberta  is  targeting  markets  that,  through 
research,  we  know  are  most  apt  to  respond  to 
our  brand  and  experiences.  We  will  drive  return 
on  investment  by  applying  a disciplined  marketing 
strategy  to  focused,  key,  and  measurable 
objectives  and  by  fully  engaging  industry. 

Travel  Alberta  has  identified  the  following  markets 
as  our  high-yield  opportunities  in  this  Business 
Strategy:  Alberta  and  Canada,  the  United  States, 
United  Kingdom,  Germany,  China,  Japan,  South 
Korea,  Australia,  The  Netherlands,  India  and 
Mexico.  An  overview  of  each  of  these  markets  and 
brief  summary  of  the  marketing  strategies  we  will 
employ  are  included  in  the  Appendix  of  this  report. 

The  strategy  will  be  executed  through  a 
combination  of  consumer  campaigns,  work 
with  the  travel  trade  and  media  and  public 
relations  activities. 


2.  Focus  on  high-yield  market  opportunities 

By  making  use  of  the  CTOs  proven  Marketing 
Investment  and  Return  on  Investment  Models, 
Travel  Alberta  will  use  customer  insights  and  build 
on  the  core  brand  of  Alberta  tourism  experiences 
in  markets  where  there  is  the  potential  for  the 
highest  return  on  investment.  Travel  Alberta  will  be 
efficient,  flexible  and  innovative  to  best  capitalize 
on  our  high-yield  market  opportunities. 

The  strategy  is  to  convert  potential  high-yield 
customers  into  visitors  by  investing  in 
communications  channels  highly  targeted  by 
customer  segmentation  research.  The  Explorer 
Quotient™  (EQ™),  the  proprietary  segmentation 
tool  used  by  the  CTC  and  Travel  Alberta,  provides 
us  with  a thorough  understanding  of  our  customer. 
This  tool  provides  us  with  rich  consumer  insights  to 
enable  us  to  clearly  define  best-prospect  travellers 
and  the  best  communications  channels  by  which 
to  reach  them.  The  EQ™  segment  that  drives 


Travel  Alberta’s  branding  is  Enthusiastic  Indulgers 
which  includes  “Free  Spirits”  that  are  young, 
experimentalist,  committed  travellers  looking  for 
thrills  and  frills  and  “Social  Samplers”  who  are  well- 
educated,  older,  open  minded  travellers  who  prefer 
to  focus  on  the  must-see  attractions. 

A further  tool  Travel  Alberta  employs  is  path  to 
purchase  research  and  analysis.  This  framework 
distinguishes  where  Travel  Alberta  and  industry 
are  most  effective  in  influencing  the  consumer. 
Research  also  indicates  that  social  media 
is  emerging  as  having  a strong  influence  on 
customers’  decisions  and  is  a key  part  of  our 
Defend  and  Grow  the  Business  strategy. 


With  the  CTC  refocusing  efforts  and  increasing 
investment  in  overseas  markets,  the  opportunity 
for  Alberta  is  to  harness  this  momentum  by 
aligning  efforts  more  closely  with  the  CTC  using 
both  traditional  and  non-traditional  market 
opportunities.  Where  it  makes  sense,  partnerships 
will  be  explored  with  other  provinces  such  as  the 
Canada’s  West  initiatives  with  British  Columbia 
for  marketing  in  the  United  Kingdom,  Germany 
and  Japan. 

Direct  air  access  to  Calgary  or  Edmonton’s 
international  airports  is  key  to  attracting  visitors 
from  our  high-yield  target  markets.  Travel  Alberta 
continues  to  strategically  partner  with  domestic 
and  international  airlines  to  take  full  advantage 
of  new  routing  opportunities.  Travel  Alberta  is 


leveraging  common  rating  through  a partnership 
with  Air  Canada  for  travellers  from  China  and 
Australia  who  enter  Canada  through  Vancouver. 
These  flights  offer  travellers  the  same  rate  to  fly 
to  Calgary  or  Edmonton  as  to  Vancouver  thereby 
levelling  the  playing  field  for  Alberta.  Air  Canada’s 
expanded  Japan  route  has  been  performing  well 
and  will  continue  with  the  support  of  Travel  Alberta. 
We  will  continue  to  work  with  KLM  to  support  its 
successful  pan-European  routing  as  well. 

3.  Seize  marketing  opportunities 

As  part  of  our  strategy,  Travel  Alberta  has 
established  an  Innovation  Fund  to  ensure  we 
fully  capitalize  on  emerging  opportunities  and 
unplanned  initiatives  in  all  markets, especially  in 
emerging  markets  such  as  China,  India  and  Brazil. 


PERFORMANCE  MEASURES 


KEY  MEASURABLE  OUTPUTS 

2012-13 

2013-14 

2014-15 

Total  Tourism  Levy  receipts  collected  by  Government  of  Alberta 

$73  million 

$77  million 

$81  million 

Referrals  to  partners  from  TravelAlberta.com,  social  media  platforms  and  campaigns 

300,000 

325,000 

350,000 

Referrals  to  partners  from  TravelAlberta.com  as  percentage  of  total  website  visits  j 

6.25% 

6.50% 

6.75% 

Regional  campaign  ROI  conversion 

Alberta  45:1 

BC  19:1 

Alberta  45:1 

BC  20:1 

Alberta  45:1 

BC  21:1 

Potential  room  nights  generated  by  MC&IT  leads 

105,000 

110,000 

115,000 

Travel  trade  campaign  ROI  conversion 

25:1 

27:1 

29:1 
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Travel  Alberta  is  increasing  support  to  the  industry  with  more  co-operative 
funding,  more  marketing  opportunities  and  improved  marketing  tools. 


Industry  can  now  access  marketing  funding, 
at  up  to  a one-to-one  ratio,  more  quickly 
and  efficiently. 

Our  new  structure  allows  us  to  better  service  our 
stakeholder  base  by  leveraging  the  skill  sets  of  our 
entire  team  across  the  province  for  initiatives  such 
as:  educational  programming,  consultation, 
communication  and  collaboration,  enhanced 
marketing  and  development. 

Funding  for  the  program  has  increased  by 
$1  million,  which  is  being  added  into 
co-operative  marketing  support  to  industry. 
Regional  allocations  have  remained  unchanged 
and  co-operative  marketing  decisions  are  made 
regionally.  Co-operative  marketing  funding 
guidelines  have  been  simplified  and  access  to 
funding  is  consistent  across  the  province,  simpler 
and  easier  to  access  for  industry. 


ACTIONS 

1.  Increase  support  to  industry 

We  will  lead  with  new  co-operative  marketing 
funding  programs  and  continue  to  support  and 
align  with  inlustry.  Travel,  Alberta’s  goal  is  to 
mobilize  industry  and  artfi  them  with  tools  like  the 
brand,  co-operative  funding  support 
and  greater  access  fo- our  consumer  channels 
and  campaigns. 


More  co-operative  funding 

A key  outcome  of  Travel  Alberta’s  Business 
Strategy  has  been  the  improvement  of  our 
stakeholder  engagement,  which  includes 
industry  and  government  relations,  industry 
education  and  industry  participation  programs. 
Through  a collaborative  process  between  Travel 
Alberta  and  the  Strategic  Marketing  Council, 
a new  uniform,  province-wide  cooperative 
marketing  program  is  now  fully  implemented. 


BUSINESS  STRATEGY  2012-2015 


Marketing  opportunities  to  industry 

Tourism  operators  in  Alberta  have  the 
opportunity  to  participate  in  multiple  consumer 
campaigns  and  marketing  activities  targeted  to 
all  of  Travel  Alberta’s  geographic  markets.  On 
a regional  basis,  industry  can  invest  in  Travel 
Alberta’s  winter,  summer  and  British  Columbia 
campaigns.  At  little  or  no  cost,  tourism  operators 
can  participate  in  multiple  communication 
efforts  including  e-newsletters,  direct  mails  and 
presence  on  TravelAlberta.com. 

In  our  long-haul  Canada  and  international 
markets,  tourism  partners  will  have  the 
opportunity  to  buy  into  a series  of  travel  trade 
campaigns  with  key  tour  operators  and  our 
consumer  marketing  campaigns. 

Meetings,  Conventions  and  Incentive  Travel 
will  continue  to  be  a prominent  channel  in  this 


strategy.  We  will  protect  and  build  the  core 
long-haul  market  through  in-market 
representation. 

Tourism  information  platform 

The  Alberta  Tourism  Information  Services 
(ATIS)  is  the  new  self-service  platform  for 
ensuring  tourism  partner  information  is  available 
to  consumers.  This  self-service  platform  is 
designed  for  Alberta’s  tourism  operators  to 
promote  their  businesses  via  a number  of 
channels,  including  the  Travel  Alberta  website. 

Tourism  operators  can  control  their  information 
on  this  powerful  tool  by  logging  in  to  change  their 
business  information,  add  travel  offers,  events 
and  festivals,  news  releases,  job  postings  and 
industry  events. 

Travel  Alberta’s  consumer  website  and 
industry  website  are  key  parts  of  an  integrated, 


multi-faceted  marketing  approach.  The  web 
is  one  of  Travel  Alberta’s  most  influential 
channels  for  creating  compelling  invitations 
to  experience  Alberta. 

The  first  phase  of  the  website  realignment,  a new 
and  improved  industry  site,  was  launched  in  the 
fall  of  2011.  This  is  a one-stop  portal  for  Alberta 
industry  operators  to  access  Travel  Alberta’s 
services,  programs  and  marketing  channels. 

The  second  phase  was  the  launch  of  the  new 
consumer  website,  TravelAlberta.com  in  late  fall 
of  2011,  coinciding  with  the  launch  of  the  new 
tourism  brand. 

The  consumer  website  will  continue  to  evolve. 
Planned  further  enhancements  include  having 
the  participating  industry  websites  searched  by 
Travel  Alberta’s  website  search  capabilities.  This 
will  further  expand  their  business  exposure  to 
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potential  travellers  and  will  lead  to  their  listings 
being  fed  to  mobile  applications  and  social 
networking  channels. 

2.  Grow  industry  marketing  capability 

Travel  Alberta  will  grow  Alberta’s  industry 
marketing  capability  by  offering  industry 
consultation,  delivering  learning  opportunities 
and  helping  industry  become  market  ready. 

We  will  engage  and  empower  industry  through 
outreach  and  education  efforts  to  ensure 
they  continue  to  see  value  in  our  strategy  and 
our  services. 

3.  Build  Team  Alberta 

Team  Alberta’s  goal  is  to  work  with  the  travel 
industry  so  we  speak  with  one  powerful  unified 
voice  backed  by  our  new  brand.  To  achieve  this, 
we  will  develop  and  deliver  timely  and  relevant 
learning  opportunities  that  grow  or  increase 


marketing  capacity,  effectiveness  and  business 
results  of  industry  partners.  Effective  industry 
relations  also  provides  opportunities  to  inform 
operators  about  marketing  resources  that  are 
available  to  them  through  Travel  Alberta  and 
other  organizations. 

The  key  components  of  the  program  are:  the 
Growing  Rural  Tourism  Conference,  Tourism 
Leadership  Symposium,  Travel  Alberta  Speakers 
Series,  the  multiple  award-winning  Travel  Alberta 
Industry  Conference,  Industry  Sector  Specific 
Learning  and  Tourism  Marketing  Education  Series. 

Travel  Alberta’s  Industry  Relations  Team,  with  its 
increased  representation  in  the  field,  also  assists 
and  guides  industry  partners  through  one- 
on-one  meetings.  The  team  develops  strong, 
ongoing  relationships  with  industry  to  understand 
their  current  needs  and  to  recommend  strategies 


to  help  them  achieve  their  marketing  and  sales 
goals.  These  Travel  Alberta  Team  Members  also 
offer  assistance  in  the  application  process  for 
co-operative  marketing  funding. 

The  goal  of  the  industry  consultation  program 
is  to  develop  Travel  Alberta  as  the  first  resource 
that  Alberta’s  tourism  industry  operators 
consider  when  they  are  looking  for  marketing 
advice,  information  and  education  programs. 

The  team  fosters  learning  opportunities, 

networking  opportunities  and  cooperation 

across  all  levels  of  the  Alberta  tourism  industry  ® 

CO 

and  offers  industry  a number  of  valuable  tools, 
such  as  the  Brand  Experiences  Workbook. 

— f 
J3 

Research  and  results  from  the  Travel  Alberta  5 

brand  development  is  being  incorporated  into 
our  education,  communication  and  consultation  2 
programs.  This  is  providing  multiple  channels  for  o 


25 


industry  to  learn  about  the  brand  and  consider 
how  they  can  position  their  product,  consortium 
or  region  to  align  with  the  brand. 

4.  Support  Provincial  Tourism 
Development  Strategy 

Travel  Alberta  will  continue  to  support 
Tourism,  Parks  and  Recreation  (TPR)  Tourism 
Development  market-ready  projects.  We  will 
assist  and  provide  marketing  advice  to  TPR  on 
those  products  and  experiences  that  would  be 
most  consistent  with  our  brand  and  demanded 
by  our  target  consumers.  In  the  upcoming  year, 
we  will  also  work  collaboratively  with  TPR  to 
provide  seamless  support  across  web,  contact 
centre  and  the  Visitor  Information  Centre  network 
to  ensure  visitors  have  a world  class  experience 
across  all  touch  points. 


PERFORMANCE  MEASURES 


KEY  MEASURABLE  OUTPUTS 

2012-13 

2013-14 

2014-15 

Partner  investment  leverages  Travel  Alberta  funding  support  for  co-operative  : 
i marketing  opportunities  (Partner  investment:  Travel  Alberta  investment) 

1:1 

1:1 

1:1 

Overall  client  satisfaction  with  Travel  Alberta 

80% 

82% 

85% 

Industry  partners  participating  in  learning  opportunities 

5,500 

5,750 

6,000 
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Organizational  excellence  is  achieved  by  fully  engaging  Team  Members 
by  providing  them  with  the  right  tools  and  resources  to  deliver  results. 
Designed  to  empower  individual  passion  and  build  inspirational  leadership 
as  one  team,  we  are  guided  by  Travel  Alberta’s  People  Strategy. 


Engaged  Team  Members  mean  a stronger 
Alberta.  This  degree  oj  emotional  connection 
influences  the  willingness  of  Team  Members 
to  maximize  effort  towards  the  achievement  of 
individual  and  business  objectives.  Engagement 
is  based  on  several  key  drivers  that  express  the 
level  of  commitment  and  energy  that  a Team 
Member  brings  to  work  and  is  a key  indicator  of 
their  dedication  to  Travel  Alberta’s  vision,  mission, 
values  and  principies. 

People  strategy 

Our  People  Strategy  was  designed  by  all 
Travel  Alberta  Team  Members  and  aligns  our 
performance  plans  to  our  business  strategies. 

Our  personal  performance  objectives  define 
what  we  will  accomplish  and  our  Team  Member 
Behaviour  Model  defines  how  we  will  accomplish 
our  objectives. 


Team  Member  Behaviour  Model: 

1.  Embraces  change 

• Contributes  to  an  environment  where 
innovative  thinking  and  new  ideas 
are  developed. 

• Proactively  manages  changes  in  business 
and  operational  plans  and  adjusts 
actions  accordingly. 

• Actively  supports  and  is  open  to  change  as 
an  opportunity. 

2.  Operates  with  accountability 

• Demonstrates  the  ability  to  meet  deadlines. 

• Accepts  responsibility  for  performance 
and  decisions. 

• Proactively  seeks  knowledge  and 
understanding  to  deliver  on 
strategic  initiatives. 
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ACTIONS 


3.  Leads  with  determination 

• Demonstrates  a high  level  of  enthusiasm 
and  initiative 

• Collaborates  effectively  and  positively  across 
Travel  Alberta  and  with  partners. 

• Builds  effective  relationships  to  achieve 
personal  and  organizational  success. 

4.  Acts  with  conviction 

• Produces  business  results  with  effectiveness 
and  efficiency. 


• Able  to  determine  priorities  and  provide  the 
required  focus. 

• Establishes  high  personal  and 
professional  standards. 

These  behaviours  are  at  the  heart  of  the 
performance  plan  for  each  Team  Member. 
Measurable  targets  are  aligned  with  business 
strategies  and  achieving  personal  objectives 
are  critical  to  meeting  our  corporate  objectives. 
The  People  Strategy  is  the  basis  for  how 
Team  Members  are  recruited,  recognized  and 
rewarded  at  Travel  Alberta. 


1.  Continuous  improvement 

Best  practices  have  been  established  and 
are  being  implemented  to  meet  our  business 
objectives.  These  best  practices  assist  Travel 
Alberta  to  realize  cost  savings  and  process 
efficiencies  that  form  part  of  our  Corporate 
Scorecard.  Doing  more  with  less  more  effectively 
will  result  in  $1.5  million  in  cost  savings  by 
working  smarter  and  more  efficiently  without 
sacrificing  quality  or  delivery. 

2.  Live  the  brand 

Every  Travel  Alberta  team  member  will  be  an 
ambassador  for  Alberta  by  becoming  fully 
educated  about  industry’s  products  and 
our  brand.  Team  Members  will  participate  in 
brand  learning  and  development  and  attend 
industry  partner  learning  experiences  such  as 
familiarization  tours  and  sessions  on  product. 

As  ambassadors  for  the  brand,  Team  Members 
are  encouraged  to  be  knowledgeable  about  the 
experiences  we  are  marketing  to  our  visitors. 


PERFORMANCE  MEASURES 


KEY  MEASURABLE  OUTPUTS 

2012-13 

2013-14 

2014-15 

Cost  efficiencies  of  operating  budget 

$1.3  million 

$400,000 

$200,000 

Team  Member  engagement  index 

75% 

75% 

75% 
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team  members 


JENNIFER  ANDERSON  NOELLE  AUNE  OLIVIA  BAE  CAROLYN  BAILEY  LANA  BARR  JUDI  BEST  ANGELA 
BLANCHARD  BRITT  BLUM  KATHRYN  BOHNET  JODIE  BOND  DANA  BOYLE  DON  BOYNTON  LORI  BURGHER 
BROOK  CARPENTER  CHRISTINE  CATHRO  ROYCE  CHWIN  STEPHANIE  CLOVECHOK  CARLY  DELUCA 
MARYANNE  DORAN  LIZZIE  DOYLE  DEBORAH  DRISDALE  FLORIN  DUDESCU  MARTY  EBERTH  DARLENE 
FEDOROSHYN  SUSAN  FEKETE  SEAN  FELDMAN  KELLY  FORNATARO  JULIE  FOSTER  KARIN  GOMES  LINDSAY 
GORDON  SHELLEY  GROLLMUSS  JESSICA  HARCOMBE  FLEMING  LORNE  HASS  WADE  HARPER  CHRISTINE 
HAUB  JENNIFER  HOLLY  LEANNE  HOWARD  LIZ  JAMES- KIMBERLEY  JEANNOTTE  SIKIN  KARA  CHERYL 
KASPRZYCKI  KAREN  KELLER  PHIL  KLASSEN  KYLA  KNUDSON  MISAE  KONISHI  KELLY  LAVER  LISA  LIMA 
JAN  TOLLE  MACDONALD  ROBERTA  MACLEOD  MARIANNE  MCKEE  CHRIS  MCNELLY  ASHLEY  MELLER 
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NIEUWENHUIS  BRUCE  OKABE  CATHIE  ORCHIN  MITO  OTA  JOANNE  PINKNEY  COLLEEN  REED  LOZELLE  REED 
SHALANE  RIDSDALE  JULIANNE  ROHEL  JUDY  LOVE  RONDEAU  KAYLEY  SAMELA  MARTINA  SCHAFER  JULIA 
SHELLEY  BRIAN  SLOT  CHRISTOPHER  SMITH  NANCY  SMITH  KAREN  SOYKA  CAMERON  SPENCE  MARNEY 
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corporate  scorecard 


2012-13 

2013-14 

2014-15 

Tourism  revenues* 

$5,847  million 
(2012) 

$6,038  million 
(2013) 

$6,205  million 
(2014) 

Province  visits  (same  day  and  overnight)* 

24,079,000 

(2012) 

24,720,000 

(2013) 

25,213,000 

(2014) 

Total  Tourism  Levy  receipts  collected  by 
Government  of  Alberta 

$73  million 

$77  million 

$81  million 

Cost  efficiencies  of  operating  budget 

$1.3  million 

$400,000 

$200,000 

Team  Member  engagement  index 

75% 

75% 

75% 

Aided  destination  awareness  in  long-haul 

North  American  markets 

Ontario  48% 
California  35% 

Ontario  50% 
j California  37% 

Ontario  52% 
California  39%  i 

Value  of  unpaid  media  earned 

$275  million 

$300  million 

$325  million 

Percentage  of  industry  clients  who  agree  that 
the  new  Travel  Alberta  Brand  will  help  grow 
tourism  revenue  and  visitation 

70% 

75% 

80% 

Visits  to  TravelAlberta.com 

2.4  million 

j 2.6  million  1 

2.8  million  j 

Referrals  to  partner  sites  from  TravelAlberta.com, 
social  media  platforms  and  campaigns 

300,000 

325,000 

350,000 

Referrals  to  partner  sites  from  TravelAlberta.com, 
as  percentage  of  total  website  visits 

6.25% 

6.50% 

6.75% 

Regional  campaign  ROI  conversion 

Alberta  45:1 
BC  19:1 

Alberta  45:1 
BC  20:1 

Alberta  45:1 

BC  21:1 

Potential  room  nights  generated 
by  MC&IT  leads 

105,000 

110,000 

115,000 

Travel  trade  campaign  ROI  conversion 

25:1 

27:1 

29:1 

Partner  investment  leverages  Travel  Alberta 
funding  support  for  co-operative  marketing 
opportunities  (Partner  investment: 

Travel  Alberta  investment) 

1:1 

1:1 

1:1 

Overall  client  satisfaction  with  Travel  Alberta 

80% 

82% 

85% 

Industry  partners  participating  in 
learning  opportunities 

5,500 

5,750 

6,000 

'Industry  Performance  Indicator  - Source:  Tourism,  Parks  and  Recreation 


financial  overview 


FUNDING 

Travel  Alberta’s  funding  is  based  on  79  per  cent  of 
receipts  of  the  four  per  cent  Tourism  Levy  collected  by 
hotels,  lodges  and  other  temporary  accommodations 
and  remitted  to  the  Government  of  Alberta  under  the 
terms  of  the  Alberta  Tourism  Levy  Act.  The  21  per  cent 
balance  of  the  collected  Tourism  Levy  determines  the 
budget  for  the  Tourism  Division  of  Tourism,  Parks  and 
Recreation  which  provides  visitor  services,  product 
development  and  other  services. 

The  Tourism  Levy  revenues  collected  during  the 
2010-11  fiscal  year  totalled  $64.4  million,  that 
determined  Travel  Alberta  funding  for  2012-13  at 
$50.5  million.  Tourism  Levy  revenues  are  forecast 
to  increase  marginally  over  the  next  three  years. 

SUSTAINABILITY 

In  anticipation  of  future  funding  shortfalls,  Travel  Alberta 
created  a Sustainability  Fund  of  approximately  10  per 
cent  of  total  revenues  for  the  2009-10  and  2010-11 
fiscal  years.  Beginning  in  the  2011-12  fiscal  year,  Travel 
Alberta  drew  down  on  this  sustainability  fund  to  help 
offset  revenue  shortfalls  which  will,  in  turn,  mitigate 
budget  impact  on  future  marketing  programs. 


BUDGETS  (thousands) 

2012-13 

Budget 

2013-14 

Estimate 

2014-15 

Estimate 

Revenue: 

Tourism  Levy1 

$ 

50,500 

$ 

52,500 

$ 

54,000 

Interest  income 

400 

300 

300 

Sustainability  Fund  usage 

2,100 

700 

200 

Total  revenue 

$ 

53,000 

$ 

53,500 

$ 

54,500 

Expenses: 

Marketing 

$ 

35,100 

$ 

36,000 

$ 

37,000 

Alberta  industry^  marketing  support 

10,165 

10,500 

10,500 

eMarketing 

2,738 

2,000 

2,000 

Corporate  operations 

4,995 

5,000 

5,000 

Total  expenses 

$ 

53,000 

$ 

53,500 

$ 

54,500 

| Source : Tourism,  Parks  and  Recreation 

SUSTAINABILITY  FUND  UTILIZATION  (thousands) 

2012-13  2013-14  2014-15 


Opening  balance 

$ 

8,242 

$ 

6,142 

$ 

5,442 

Fund  usage 

(2,100) 

(700) 

(200) 

Year  end  balance 

$ 

6,142 

$ 

5,442 

$ 

5,242 

ACCOUNTABILITY 


The  Travel  Alberta  Act  stipulates  that  the  auditor  for  Travel  Alberta  is  the  Auditor 
General  for  Alberta.  An  audit  committee  of  the  Board  provides  governance  over 
financial  matters  and  reporting. 
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risk  management 


Travel  Alberta  has  identified 
seven  key  risks  that  may 
impact  our  ability  to  meet 
the  targets  outlined  in  this 
Business  Strategy.  Each 
of  these  risks  have  been 
evaluated  according  to  risk 
level,  degree  of  impact  and 
probability  of  occurrence 
during  the  plan  period. 

For  each  of  the  identified 
risks,  a comprehensive 
mitigation  plan  has 
been  developed. 
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level  of  risk 


RISK  FACTORS 


Access 

The  risk  that  traveller  access  to  Alberta  does 
not  improve  and  increase.  This  would  include 
increases  in  direct  air  access  and  competitive  air 
connections  through  other  Canadian  gateways, 
ease  of  border  crossings,  visa  issuance  and  better 
ground  transportation  and  transfers  within  Alberta. 

Brand 

The  risk  that  the  brand  does  not  drive  visitation 
and  revenue,  does  not  emotionally  connect  to  our 
target  customer  and  Travel  Alberta  is  unable  to 
obtain  the  support  of  the  Alberta  tourism  industry 
to  leverage  the  brand. 

Global  Economy 

The  risk  that  significant  economic  impacts 
continue  in  the  environment  that  Travel  Alberta 
operates.  This  would  include  the  Eurozone  crisis, 
exchange  rate  fluctuations,  continued  weakness 
in  the  U.S.  and  UK  economies  and  a potential 
economic  stall  in  Asia. 

Industry  Alignment 

The  risk  that  the  Alberta  tourism  industry  is  not 
aligned  to  the  Travel  Alberta  brand  and  marketing 
strategy  and  does  not  collaborate  effectively  as 
Team  Alberta. 


People 

The  risk  that  Travel  Alberta  is  unable  to  attract 
and  retain  the  right  team  member  skills  and  does 
not  plan  effectively  for  succession  and  continuity 
of  team  members. 

Product  Development 

The  risk  that  product  development  and 
destination  competitiveness  is  not  properly 
managed  and  invested,.  Destination 
competitiveness  would  include  marketing 
capability,  operational  execution,  funding  and 
expertise  within  Travel  Alberta,  Government  of 
Alberta,  Destination  Marketing  Organizations 
and  industry  stakeholders. 

Shareholder  Relations 

The  risk  of  a change  in  government  policy,  focus 
on  tourism  and  the  continuation  of  a market  based 
sustainable  funding  model  for  Travel  Alberta. 


THE  MARKETS 


alberta,  british  Columbia 
and  Saskatchewan  (regional) 


Overview 

Alberta  residents  represent  Travel  Alberta’s  most 
significant  target  market  representing  more  than  half  of 
Alberta’s  total  tourism  revenues.  Visitors  from  adjacent 
provinces  of  British  Columbia  and  Saskatchewan  share 
the  highest  levels  of  awareness  of  Alberta  as  a tourism 
destination  and  collectively  are  the  focus  of  Travel 
Alberta’s  regional  marketing. 

After  being  particularly  impacted  by  the  recession, 
the  Alberta  economy  is  expected  to  lead  Canadian 
economic  growth  in  2012-15.  The  “Staycation”  concept 
has  helped  increase  visitation  with  more  Albertans 
exploring  their  own  backyards  and  more  regional 
visitors  travelling  to  the  province. 

Strategy 

Alberta’s  marketing  strategy  is  designed  to  grow 
tourism  revenue  by  directing  consumer-driven  brand 
marketing  campaigns  at  youthfully-spirited  travellers 
in  Alberta,  British  Columbia,  Saskatchewan.  Our 
regional  marketing  strategy  focuses  on  generating 
consumer  referrals  to  industry  to  increase  travel 
expenditures,  visitation  and  length-of-stay  in  Alberta 
by  Western  Canadians  through  regional  consumer 


marketing  campaigns  with  one  consistent  brand, 
strategy  and  message.  A mix  of  advertising  channels 
such  as  television,  newspaper,  on-line,  social  media, 
e-marketing  and  media  relations  will  be  used  to 
reach  travellers. 

Working  in  partnership  with  industry,  Travel  Alberta  will 
continue  to  build  campaigns  to  reach  the  primary  target 
market  of  the  small-  and  medium-size  operators  in  both 
rural  and  urban  communities. 

According  to  the  2009  Industry  Awareness  & 
Satisfaction  Survey  conducted  by  Travel  Alberta  and 
Tourism,  Parks  and  Recreation,  56  per  cent  of  Alberta 
tourism  operators  spend  $5,000  or  less  on  marketing 
annually  and  29  per  cent  spend  less  than  $1,000.  As  a 
result,  rural  areas  of  the  province  look  to  Travel  Alberta 
for  support  in  marketing  their  products  to  consumers. 
Travel  Alberta’s  consumer  and  media  focus  is  to  work 
collaboratively  with  our  industry  partners  to  tell  their 
stories  and  generate  referrals  to  their  businesses. 

Travel  Alberta  will  support  industry  operators  through 
increased  co-operative  marketing  funding,  as  well  as 
access  to  no  charge  learning  and  consulting  programs. 
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THE  MARKETS 


Ontario  and  rest  of  Canada 


Overview 

Visitors  from  Ontario  and  the  rest  of  Canada  outside 
our  regional  markets  (Alberta,  British  Columbia  and 
Saskatchewan)  collectively  comprise  Alberta’s  third 
largest  source  of  tourism  expenditures,  just  behind 
Americans.  The  focus  of  the  Ontario  and  long-haul 
Canada  marketing  plan  is  to  generate  demand  through 
awareness-building  activities  with  a clear  line  of  sight 
to  product  supply  to  generate  visitation  and  revenue 
for  Alberta. 

While  being  less  affected  by  economic  recession 
than  international  markets,  Canadians  are  beginning 
to  travel  more.  The  “Staycation”  concept  has  helped 
increase  domestic  travel  visitation  Canadian  consumer 
confidence  is  expected  continue  to  improve  as 
domestic  and  global  economic  conditions  improve. 


Strategy 

Travel  Alberta  will  continue  to  have  a strong  consumer 
focus  in  Ontario  supported  by  national  media  relations 
and  travel  trade  activities.  Our  consumer  marketing 
activities  will  target  “Free  Spirits”  with  one  consistent 
brand,  strategy  and  message.  Television,  newspaper, 
on-line,  social  media,  e-marketing  and  media  relations 
will  be  used  to  reach  travellers.  Through  our  consumer 
and  travel  trade  channels  we  will  continue  to  take 
advantage  of  consumer  demand  for  greater  value. 

Meetings,  Conventions  and  Incentive  Travel  will  continue 
to  focus  on  attracting  requests  for  proposals  from 
meeting  planners  in  Ontario  and  Guebec. 
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THE  MARKETS 


united  states 


Overview 

The  focus  of  the  U.S.  marketing  plan  is  to  deliver 
programs,  which  generate  awareness  and  increase 
visitation  and  revenue  for  Alberta.  The  U.S.  is  Alberta’s 
largest  international  tourism  market.  However,  current 
U.S.  unaided  awareness  levels  of  Alberta  are  low  at 
an  average  of  0.34  per  cent.  This  provides  a strong 
opportunity  for  Travel  Alberta  to  lay  the  foundation  of 
increasing  awareness  levels  and  moving  consumers 
down  the  path  to  purchase  by  shifting  our  marketing 
mix  and  leveraging  tactics  that  encourage  Alberta 
destination  awareness  and  visitation  to  the  province. 

Strategy 

The  Travel  Alberta  U.S.  marketing  strategy  is  steeped 
in  leveraging  opportunities  that  exist  in  overcoming 
potential  U.S.  visitors’  objections,  rolling  out  new 
refreshed  brand  creative  featuring  the  Alberta  brand 
promise,  streamlining  process  to  focus  only  on  the 
highest  yield  consumer  states  and  counties  in  efforts 
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to  raise  destination  awareness  and  impact  strong  U.S. 
visitation  to  Alberta.  Despite  the  economic  climate  in 
the  U.S.,  it  is  imperative  that  Alberta  continues  to  raise 
awareness  to  ensure  that  we  are  top  of  mind  when 
disposable  income  and  consumer  spending  rebounds. 

To  ensure  that  Alberta  has  the  greatest  market  impact, 
Travel  Alberta  will  target  the  state  of  California,  which  has 
the  highest  visitation  into  Alberta.  California  offers  the 
best  blend  of  population  and  air  lift.  Seasonal  campaigns 
will  leverage  brand  assets  with  a consistent  look,  feel 
and  call  to  action  building  brand  equity  in  these  select 
counties.  MC&IT,  travel  trade  and  media  will  support 
efforts  in  the  U.S.  by  focusing  on  high-yield  states 
and  opportunities  to  round  out  the  plan.  This  holistic 
approach  is  where  traction  is  gained  in  the  mission  of 
growing  tourism  revenues  through  compelling  invitations 
to  experience  Alberta. 


THE  MARKETS 


united  kingdom 


Overview 

The  United  Kingdom  is  the  largest  overseas  source 
of  visitors  to  Canada  and  Alberta  and  awareness  of 
Canada  has  been  consistently  high  in  recent  years. 
Although  many  UK  household  incomes  are  being 
squeezed  by  the  economic  slowdown,  the  British  are 
traditionally  resilient  travellers  and  place  a high  value 
on  their  annual  holidays.  Spending  decisions  are 
thoroughly  thought  through  and  decisions  are  based 
on  value  for  their  money.  North  America  is  still  seen 
as  a desirable  destination  but  Canada  is  generally 
more  expensive  than  the  United  States,  especially  for 
airfares.  The  challenge  is  to  convert  this  high  level  of 
interest  into  action. 


Strategy 

Travel  Alberta’s  activities  in  the  United  Kingdom  will 
target  “Free  Spirits”  with  the  highest  disposable 
incomes,  taking  into  consideration  age  demographics 
and  regional  variations. 

Travel  Alberta  will  leverage  its  partnerships  with  the  CTC 
and  Tourism  British  Columbia  through  our  Canada’s 
West  alliance  to  reach  its  targeted  customers  from  the 
United  Kingdom  via  four  sets  of  tactics:  consumer,  travel 
trade,  media  and  public  relations  and  incentive  travel. 

The  largest  investments  will  be  via  the  consumer  and 
travel  trade  channels  where  we  will  use  our  new  brand 
assets  and  top  vacation  experiences  to  break  through 
the  clutter.  In  addition,  the  new  brand  and  top  vacation 
experiences  strategies  provide  a solid  platform  to 
expand  the  appeal  of  Alberta  and  the  number  of  nights 
spent  in  the  province,  as  they  present  compelling 
reasons  for  travel. 
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THE  MARKETS 


germany 


Overview 

Positive  signals  from  the  labour  market  in  conjunction 
with  anticipated  income  increases  are  the  main  drivers  of 
the  German  consumers’  mood  to  buy.  Travel  intentions 
are  as  high  as  ever;  more  Germans  than  in  previous 
years  are  planning  to  increase  and/or  keep  the  same 
level  of  trips.  According  to  the  top  10  key  tour  operators 
in  Germany  and  Switzerland,  first  time  visitors  to  Canada 
often  go  to  Western  Canada.  Travel  Alberta  will  capitalize 
on  this  trend  and  continue  our  partnership  with  Tourism 
British  Columbia  to  position  Canada’s  West  to  develop 
joint  marketing  agreements  with  key  tour  operators  and 
consumer  campaigns.  A big  advantage  for  Alberta  is 
that  Germans  are  looking  for  outdoor  experiences  and 
stunning  scenery. 

Lufthansa’s  decision  to  cease  its  service  into  Alberta 
will  pull  more  than  50,000  seats  from  Germany  out  of 
Alberta  in  2012.  We  are  confident  that  other  air  carriers 
will  help  reduce  this  shortfall. 
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Strategy 

In  Germany,  Travel  Alberta  will  leverage  its  partnerships 
with  the  CTC  and  Tourism  British  Columbia  through  our 
Canada’s  West  alliance  to  reach  its  targeted  customers 
from  Germany  via  four  sets  of  tactics:  consumer,  travel 
trade,  media  and  public  relations  and  incentive  travel. 
The  largest  investments  will  be  via  the  consumer  and 
travel  trade  channels  where  we  will  use  our  new  brand 
assets  and  top  vacation  experiences.  All  initiatives 
will  be  carried  out  in  tandem  with  tour  operators  as 
most  travellers  from  this  market  still  view  them  as  their 
preferred  booking  method  for  long-haul  travel. 


THE  MARKETS 


china 


Overview 

The  World  Tourism  Organization  forecasted  that 
by  2020,  China  will  produce  100  million  outbound 
international  travellers,  making  it  the  largest  outbound 
tourism  market  in  the  world.  With  the  official  signing 
of  the  Approved  Destination  Status  agreement 
between  China  and  Canada  in  June  2010,  Canada  has 
begun  aggressively  marketing  directly  to  the  Chinese 
consumers.  According  to  CTC’s  Global  Tourism  Watch, 
among  5.7  million  iong-haul  travellers  from  China, 

3.6  million  have  immediate  potential  for  conversion. 

In  terms  of  “likelihood  to  visit”  specific  regions  of 
Canada,  Ontario  leads,  followed  by  British  Columbia, 
Atlantic  Canada  and  Alberta. 

Air  capacity  from  China  to  Canada  has  been 
substantially  increased  since  the  granting  of  Approved 
Destination  Status.  However  Canadian  domestic  flights 
are  expensive  so  many  tours  opt  out  of  destinations  that 
require  air  access;  instead  choosing  to  visit  areas  within 
vicinity  of  the  major  gateways  such  as  Vancouver  and 


Toronto.  Travel  Alberta  is  working  with  the  Calgary  and 
Edmonton  Airports  to  explore  seasonal  charters  that  will 
provide  direct  service  into  Alberta  in  the  near  future. 

The  sustainable  growth  of  the  Chinese  economy  and 
rising  interest  in  Canadian  travel  gives  Travel  Alberta 
strong  confidence  to  aggressively  pursue  the 
China  market. 

Strategy 

Working  closely  with  the  CTC  under  the  umbrella 
of  the  Canada  brand,  Travel  Alberta  will  focus  on 
four  key  strategies:  raise  destination  awareness  and 
generate  demand  through  consumer  campaigns; 
establish  key  trade  account  partnerships  to  push 
Alberta  top  vacation  experiences;  build  strong  media 
and  e-marketing  support  to  maintain  Travel  Alberta’s 
year-round  presence  and  to  support  trade  and 
consumer  campaigns;  and  pursue  meetings,  incentives, 
conventions  and  exhibition  opportunities. 
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THE  MARKETS 


japan 


Overview 

Canada  has  experienced  steady  drops  in  visitation 
from  Japan  in  recent  years  (except  for  2010)  due 
to  the  economy.  The  catastrophic  tsunami  in  2011 
compounded  the  damage  and  created  a very 
challenging  situation  for  Canada.  However  this  market 
remains  one  of  the  highest  spending  international  travel 
markets  to  Canada  and  to  Alberta. 

Travel  Alberta’s  close  partnership  with  Air  Canada  and 
CTC  Team  Canada  is  a strong  anchor  to  our  success 
in  the  Japan  market  despite  the  challenging  economic 
climate.  Air  Canada’s  Alberta  service  is  key  but  also 
important  are  Japan  Airline’s  Vancouver  gateway, 

Delta  Airline’s  Seattle  gateway,  and  other  carriers’  U.S. 
gateways.  Travel  Alberta  will  continue  to  expand  our 
airline  partnerships  beyond  Air  Canada  to  secure  more 
sustainable  capacity  into  Alberta  for  2012-15  and  beyond. 


Strategy 

Travel  Alberta  will  continue  to  focus  on  building  on  our 
successes  in  the  Japan  market  with  these  marketing 
strategies:  continue  to  nurture  key  account  relationships 
to  maintain  strong  group  travel  foundation  while 
exploring  new  Fully  Independent  Travel;  English  as  a 
second  language  programs;  meetings,  conventions 
and  incentive  markets;  continue  to  work  closely 
with  key  accounts,  Air  Canada  and  the  CTC  to 
expand  Joint  Marketing  Agreements  to  maintain  and 
potentially  increase  direct  service  frequencies  into 
Alberta;  leverage  our  new  brand  to  enhance  consumer 
awareness  for  Alberta  as  an  extended  stay  destination. 


THE  MARKETS 


south  korea 


Overview 

South  Korea  was  one  of  the  few  established  markets 
to  avoid  a recession  in  2009  and  experienced  a robust 
Gross  Domestic  Product  growth.  It  has  emerged  as 
a significant  country  for  outbound  tourism.  Future 
marketing  success  depends  heavily  on  Korean  Airlines 
service  between  Calgary  and  Seoul  which  is  expected 
to  resume  in  2013. 

This  service  would  offer  Korean  tourists  an  ease  of 
access  to  Alberta  and  give  Alberta  a great  opportunity 
to  boost  a new  wave  of  inbound  tourism  from  Korea. 
Travel  trade  is  still  one  of  the  most  important  channels 
for  South  Korean  consumers  to  book  their  long-haul 
holiday  packages.  Fully  Independent  Travel  is  growing 
rapidly  with  more  Koreans  researching  and  booking 
packages  online. 


Strategy 

Travel  Alberta  and  Alberta  Industry  have  been  working 
diligently  with  Korean  Airlines  to  resume  direct  service, 
bringing  South  Korea  onto  a higher  strategic  level  within 
Travel  Alberta’s  international  portfolio.  Travel  Alberta’s 
goal  with  this  partnership  is  for  Korean  Airlines  to  resume 
seasonal  non-stop  service  with  three  flights  per  week  in 
2013,  and  extend  it  into  daily  and  possibly  year-round 
operation  in  the  next  two  to  three  years.  Travel  Alberta 
will  continue  marketing  efforts  in  Korea  and  sustain 
a strong  presence  in  South  Korea  before  a new  wave 
of  Korean  visitors  come  in  via  the  direct  air  services. 

Travel  Alberta  will  leverage  our  authentic  experiences 
in  breathtaking  landscapes  as  our  main  attraction, 
and  focus  on  three  strategies  in  the  Korea  market: 
enhance  our  destination  awareness  through  consumer 
campaigns  using  Travel  Alberta’s  new  brand  assets; 
reinforce  key  account  relationships  to  promote  groups 
and  Fully  Independent  Travel  packages  featuring 
top  vacation  experiences;  further  develop  high  end 
products  for  the  outdoor  activists  segment  and  the 
Meetings,  Conventions  and  Incentives  segment. 
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THE  MARKETS 


australia 


Overview 

The  Australian  dollar’s  strength,  along  with  a growing 
economy,  has  made  long-haul  travel  more  attainable 
for  many  Australians.  As  travellers,  they  will  spend 
on  quality  products  that  offer  unique  experiences, 
which  align  well  with  Alberta’s  offerings.  Air  access 
includes  about  100  flights  per  week  from  Australia 
to  the  U.S.  and  Canada,  many  with  code-share  and 
interline  agreements,  providing  consumers  with  a wider 
selection  of  destinations  using  a single  portal  and  one 
booking.  With  this  market’s  positive  trends  we  will  look 
to  slightly  increase  our  2012/13  budget  to  capitalize  on 
the  momentum. 

Australian  travelers  generally  opt  for  a Western  Canada 
experience  combining  both  Alberta  and  British  Columbia 
as  destinations.  Cruise,  rail  and  the  Canadian  Rockies 
continue  to  be  the  most  popular  products  for  the 
Australian  traveller.  Online  travel  agencies  are  seeing 
growth  in  long-haul  markets  and  for  niche  product  and 
this  growth  has  also  reached  Canada  for  both  winter  and 
summer  travel.  Australians  prefer  self-tour  vacations  and 
there  is  a need  to  educate  the  Australian  travel  trade  and 
consumers  on  the  ease  of  self-drive  Alberta  holidays. 


Strategy 

Travel  Alberta  will  reach  its  targeted  travellers  by  the 
following  channels:  consumer,  travel  trade  and  media 
and  public  relations.  As  a means  to  heighten  brand 
awareness  and  desire  amongst  the  travel  trade, 
advertising  to  the  consumer  will  be  a driving  force  to 
generate  leads  to  industry,  increase  desire  to  travel, 
passenger  numbers  and  length  of  stay  in  Alberta. 

Travel  Alberta  will  continue  to  partner  with  the  CTC 
and  target  “Free  Spirits”  and  “Social  Samplers”  with 
consumer  campaigns,  via  cinemas  and  use  non- 
traditional  partnerships  as  a means  of  showcasing  our 
new  brand  assets  and  top  experiences.  In  addition, 
we  will  work  with  online  travel  agencies  and  will 
continue  to  align  with  British  Columbia  under  the 
Canada’s  West  umbrella. 


THE  MARKETS 


netherlands 


Overview 

The  Dutch  market  was  hit  hard  by  the  global  economic 
crisis  with  a majority  of  travellers  preferring  to  stay 
home  or  vacation  in  nearby  markets  within  continental 
Europe  where  prices  were  somewhat  depressed.  The 
Netherlands  market  is  showing  signs  of  recovery  with 
strong  advance  bookings  on  their  flag  carrier,  KLM, 
to  all  markets  including  Alberta.  The  demand  has 
increased  to  the  point  where  additional  capacity  will  be 
added  to  the  Amsterdam  - Calgary  route.  Travel  and 
tourism  online  sales  are  showing  strong  growth  and 
the  good  performance  continued  across  all  categories. 
Dutch  consumers  appreciate  Internet  reservations  as 
they  provide  them  with  more  choice  and  allow  them  to 
dynamically  create  travel  packages  specific  to 
their  needs. 

Health  and  wellness  tourism,  adventure/trekking 
holidays  and  winter  sports  are  growing  tourism 
segments  that  Alberta  can  accommodate.  These  trends 
align  well  with  Travel  Alberta’s  new  brand  positioning. 


Strategy 

Activities  in  the  marketplace  will  continue  to  focus 
around  the  travel  trade  and  our  extensive  relationship 
with  KLM.  The  expanded  relationship  with  WestJet 
will  extend  the  reach  of  our  price  competitiveness  in 
Europe  and  provide  an  ease  of  transit  to  other 
destinations  in  Alberta. 

Travel  Alberta  will  continue  to  promote  the  only 
non-stop  year-round  flight  from  Amsterdam  to  Calgary. 
In  addition,  Travel  Alberta  will  also  plan  consumer 
marketing  activities  with  other  airline  partners  and  key 
travel  trade  accounts. 
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THE  MARKETS 


india 


Overview 

India’s  Gross  Domestic  Product  growth  has  been 
averaging  seven  per  cent  since  2001  and  is  expected  to 
grow  even  faster  in  2012  and  beyond.  Alberta  has  seen 
substantial  gains  in  visits  from  India.  This  is  largely  due 
to  the  increased  popularity  of  Alaska  Cruises  and  the 
post-cruise  train  trips  into  the  Rockies.  As  the  economy 
flourishes,  the  general  living  standard  and  wealth 
rise,  leading  to  a growing  affluent  middle  class.  The 
increased  disposable  income  also  leads  to  a value  shift 
from  saving  to  living.  Indians  now  have  a desire  to  travel 
around  the  world  to  explore  new  and  interesting  places. 

The  economic  growth  also  prompts  a shift  in  travel 
patterns  away  from  short  and  mid-haul  value 
destinations  in  favour  of  long-haul  destinations, 
which  promise  new  experiences,  entertainment  and 
the  opportunity  for  relaxation.  Canada  has  a large 
population  of  Indian  immigrants.  The  top  three  reasons 
for  visits  to  Western  Canada  from  this  market  are:  visit 
family  and  relatives;  post-Alaska  cruise  land  tours;  and 
train  packages  through  the  Rockies. 
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Travel  trade  is  the  most  important  channel  for  Indian 
consumers  to  book  their  travels  and  Travel  Alberta 
will  work  to  establish  strategic  relationships  with  key 
accounts.  While  the  majority  of  Indian  travellers  to 
Alberta  arrive  by  train  departing  from  Vancouver,  Travel 
Alberta  will  work  with  trade  partners  to  develop  Alberta 
focused  packages  by  air  to  attract  this  market. 

Strategy 

Working  with  the  CTC  under  the  umbrella  of  the 
Canada  brand,  Travel  Alberta  will  focus  on  three  main 
marketing  strategies  for  the  India  market:  work  with 
key  tourism  operators  in  India  and  receptive  tour 
operators  in  Canada  to  develop  nature  and  urban 
products  to  extend  their  stays  into  Alberta;  work  closely 
with  Tourism  British  Columbia  under  the  Canada’s 
West  brand  to  promote  combined  tours;  leverage  the 
new  Travel  Alberta  brand  in  media  coverage  to  raise 
destination  awareness  and  generate  more  demand 
for  Alberta’s  vacation  experiences. 


THE  MARKETS 


mexico 


Overview 

While  recent  gains  in  Mexican  visits  to  Canada  suggest 
the  market  may  have  already  bottomed  out  from  the 
Canadian  visa  requirement,  a sustained  recovery  will 
be  challenging.  The  Tourism  Leading  Indicator  Index 
suggests  that  declining  price  competitiveness  and 
declining  air  capacity  by  non-Canadian  carriers  will 
dampen  much  of  the  growth  potential  from  Mexico  over 
the  short  term.  CTC’s  overall  tourism  leading  indicator 
shows  that  inbound  travel  from  Mexico  will  stay  flat  in 
2012/2013.  Mexicans  are  high-yield  travellers  wjih  an 
average  per  trip  expenditure  of  $1 ,363. 


Strategy 

Travel  Alberta  and  the  CTC  have  significantly  scaled 
down  investments  in  Mexico  since  2009.  However,  we 
still  maintain  a presence  in  the  market  to  observe  the 
trends  and  continue  marketing  initiatives. 

Travel  Alberta  will  continue  to  work  with  the  CTC  under 
the  umbrella  of  the  Canada  brand  to  leverage  exposure 
for  Alberta.  We  will  maintain  our  representation  in 
Mexico,  and  focus  our  limited  budget  on  two  key 
marketing  strategies:  continue  to  reinforce  media 
relationships  to  increase  Travel  Alberta’s  exposure  with 
new  brand  assets  and  continue  to  nurture  key  account 
relationships  and  develop  group  and  Fully  Independent 
Travel  itineraries  through  U.S.  carriers  with  selected  tour 
operators.  Travel  trade  is  stili  one  of  the  most  important 
channels  for  Mexican  consumers  to  book  their  long- 
haul  holidays,  and  therefore,  Travel  Alberta  will  continue 
to  work  closely  with  selected  tour  operators. 
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strategic  tourism  marketing  council  (2011-12) 


MAC  MAKENNY  (CHAIR) 

TERRI  CAMERON 

Owner/Operator 

Owner/Operator 

Homeplace  Ranch 

Prairie  Creek  Inn 

Priddis 

Rocky  Mountain  House 

DOUG  MCPHEE 

CROSBIE  COTTON 

(VICE  CHAIR) 

Director 

Operator 

National  Park  Ski  Area 

Hertz  IL 

Association 

Jasper 

Calgary 

MARILYN  BELL 

KEN  FISKE 

Executive  Director, 

Vice-President,  Tourism 

Global  Sales,  Tour  & 

and  Special  Events 

Wholesale 

Edmonton  Economic 

Fairmont,  Raffles  & 

Development  Corporation 

Swissotel 

Banff 

ALLEN  R.  GIBSON 

Owner 

PETER  BIDLOCK 

Star  Media  Services 

Hotel  Owner 

Lethbridge 

Edmonton 

EMILIA  HOVORKA 

GEORGE  BROOKMAN 

General  Manager 

Chairman  of  the  Board  of 

Podollan  Inn 

Directors 

Grande  Prairie 

Tourism  Calgary 

PAUL  JONES 

REEGAN  MCCULLOUGH 

Pacrim  Hospitality 

(EX-OFFICIO) 

Services,  General 

Assistant  Deputy  Minister 

Manager 

of  Tourism 

Radisson  Hotel  & Suites 

Alberta  Tourism,  Parks 

Fort  McMurray 

and  Recreation 

WYNN  MCLEAN 

Edmonton 

General  Manager 

DAVE  RODNEY 

Camrose  Regional 

(EX-OFFICIO) 

Exhibition 

Member  of  the  Legislative 

Camrose 

Assembly  of  Alberta 

JANE  PALMER 

Fundraising  Coordinator 

Calgary-Lougheed 

Calgary 

Lac  La  Biche  County 

BRUCE OKABE 

Lac  La  Biche 

(EX-OFFICIO) 

GARY  STIMSON 

Owner 

Elkwater  Lake  Lodge 
and  Resort 

Cypress  Hills 

Chief  Executive  Officer 

Travel  Alberta 

Calgary 

GUY TURCOTTE 

President  & Chief 

Executive  Officer 

Stone  Creek  Resorts  Inc 

Canmore 
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board  of  directors 


JAN  FISHER 

(Retired)  Vice  President, 
Marketing,  Servus 
Credit  Union 
Chair,  Governance 
Committee 
Member,  Business 
Strategy  Committee 


QUINCY  SMITH 

Counsel,  FMC  Law 
Chair,  Board  of  Directors 


BOB  NORMAND 

Corporate  Director 
Vice  Chair,  Board  of 
Directors 

Member,  Governance 
Committee 


DAVID  BAYNE 

(Retired)  Fairmont  Hotels 
and  Resorts 

Member,  Business  Strategy 
Committee 
Member,  Governance 
Committee 


BRYON  DICKIE 

(Retired)  Senior  Principal 
and  Director  of 
Marketing,  KPMG 
Chair,  Business  Strategy 
Committee 


STEVEN  GLOVER 

Chief  Financial  Officer, 
Western  Plains 
Petroleum  Ltd. 

Chair,  Audit  Committee 


RICK  LELACHEUR 

President,  CEO  and  COO, 
Edmonton  Eskimos 
Football  Club 


BRUCE  OKABE, 
(EX-OFFICIO) 

Chief  Executive  Officer, 
Travel  Alberta 


RUTH  KELLY 

President,  Venture 
Publishing  Inc. 

Member,  Audit  Committee 
Member,  Business 
Strategy  Committee 


BRAD  PICKERING 

Deputy  Minister,  Alberta 
Tourism,  Parks  and 
Recreation 

Member,  Audit  Committee 


Member,  Audit  Committee 
Member,  Business  Strategy 
Committee 
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FSC 

www.fsc.org 


MIX 

Paper  from 
responsible  sources 

FSCf  C005563 


Canada 


Edmonton 

802,  10235  - 101  Street 
Edmonton,  Alberta 
Canada  T5J  3G1 


Calgary 

400,  1601  -9  Avenue  SE 
Calgary,  Alberta 
Canada  T2G  0H4 


T:  403.648.1000 
E:  info@TravelAlberta.com 
W:  TravelAlberta.com 


